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Abstract 
This paper studies the relationship between category, size and chain affiliation of hotels 
and their financial performance using ANOVA analysis of financial data collected from the 
SABI database. The target population was Spanish hotels, and the sample used for the 
study was the hotels of the Alicante region. The results of the study show that in times of the 
crisis financial figures of hotel companies are generally very low, with the negative aver-
age profits in most cases. Category, size and chain affiliation do not completely explain the 
differences between hotels’ financial performance. Only revenue has a significant relation-
ship with all of these three variables. Among other financial indicators, also revenue per 
room is influenced by category, while gross profits per room and net profits per room are 
influenced both by category and chain affiliation.. 
Keywords: Spanish hotels, hotel performance, category, size, chain affiliation, financial 
crisis. 
  
1. Introduction 
1.1 Tourism and hotel industry in Spain 
Tourism is one of the most important world economic industries. It accounts for nearly 5 percent of the 
world Gross Domestic Product and between 6 and 7 per cent of the employment.  
In regard to Spain, the tourism and the hotel industry play an especially important role in the economy of 
the country. The tourism industry accounts for almost 11 per cent of the total Spanish Gross Domestic 
Product and 12 per cent of the employment (INE, 2011).  
Spain is the second largest destination worldwide (behind USA) and the first in Europe for the tourism 
receipts, while it ranks fourth for the international tourist arrivals (WTO, 2012).  
Over the last decades, globalization and the world economic growth contributed to the enlargement of the 
tourism activity, as each time more and more people have the possibility to go abroad. On the other hand, 
the new tourist trends towards the alternative tourism (sports, health and beauty, rural tourism) and the 
new emerging economy destinations decrease the importance of the EU destinations and the sun-and-
beach tourism. 
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The global tourist industry has been continuously increasing and diversifying. According to estimates of 
the WTO (2012), between 1995 and 2011 the number of international tourist arrivals has almost doubled, 
increasing from 528 million to 983 million of tourists.  
However, the growth of the tourism has not been uninterrupted. The global financial crisis of 2008 influ-
enced also the tourist activity that suffered a decline of 4.2 per cent in the number of tourist arrivals in 
2009 (WTO, 2010).  
Spanish tourism was also affected by the current financial crisis with the fall of 8.8 percent in the tourist 
arrivals. This decline affected also other hospitality industries. In particular, hotel industry companies had 
a fall in their financial results in 2009 (SABI database). From 2010 on this decline has been slowly recov-
ering, but still without reaching results obtained in 2008 (INE, 2010; INE 2012b). 
So, the main objective of this paper is to determine if the current financial crisis is affecting all the differ-
ent types of hotels in the same way, concerning their financial results. 
Thereby, we will examine if there is a relationship between category, size and chain affiliation of the 
Spanish hotels and their financial performance in the times of crisis, carrying out the analysis for the year 
2010.  
1.2 Hotels of the region of Alicante 
The region of Alicante is one of the most important touristic areas of Spain, which provides a wide touris-
tic offer of accommodation, restaurants and other hospitality services. Within the Valencian Autonomous 
Community, it is the region with the largest hospitality offer that provides accommodation to almost the 
half of the total number of tourists of the Valencian Community (See figure 1). In 2010 Alicante received 
3,266,359 travellers that in overall spent 14,188,489 nights in their hotels.  
 
Figure 1. Tourist arrivals by regions of Valencian Community. 
In average in 2010 Valencian Community hotel offer consisted of 629 hotels with 124,320 beds, what 
accounts for 8.2 percent of the total Spanish hotel companies and almost 9.2 percent of the hotel beds 
offer of Spain (INE, 2011). 
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Table I. Hotels by category and region 2010. 
Region Gold Stars Total % 
1 2 3 4 5 
Alicante 41 64 120 68 10 303 48.17% 
Castellón 22 44 28 21 - 115 18.28% 
Valencia 27 45 74 60 5 211 33.55% 
Valencian Community 90 153 222 149 15 629 100.00% 
Source: Compiled by authors based on the data provided by INE, www.ine.es 
As reported in the table I, the accommodation offer of the region of Alicante consisted of 303 hotel com-
panies in 2010, what represents almost the half of the total Valencian Community hotel offer (48 percent) 
and almost 4 percent of the Spanish offer. Most of them are 3-star hotels (almost 40 percent), 1-and 2-star 
hotel account for almost 35 percent of the total offer and hotels of higher category are less representative, 
4-star hotels account for 22.4 percent and only 3.3 percent of them are 5-star hotels (See figure 2).  
 
 
 
 
Figure 2. Hotels of Alicante by category. 
In our study were included those hotel companies listed in the Official Guide of Spanish Hotels of the 
year 2010 (the last available edition), which financial accounts were available in the SABI (Sistema de 
Análisis de Balances Ibéricos, Iberian Balance Sheet Analysis) database. 
2. Literature Review 
2.1 Performance 
Lusthaus et al. (2002) define the organizational performance in terms of “effectiveness (mission accom-
plishment), efficiency and permanent relevance (to what extent the organization adapts to changing envi-
ronmental conditions)” (p.10).  
According to its legal framework, the enterprise performs well if apart from the financial viability, it 
operates in the effective and efficient way and it is relevant for the directly interested parties. Therefore, 
for the evaluation of the performance it is not enough just to use the financial indicators, but also those of 
effectiveness, efficiency and relevancy have to be assessed. However, the financial performance is mainly 
measured with figures obtained from annual accounts, those that are common for all the companies and 
other specific indicators of the industry which the company belongs.  
The importance of improvement of financial performance for hotel companies’ long-term survival has 
been demonstrated by Slovenian researchers (Cvelbar and Dwyer, 2013). 
13,53%
21,12%
39,60%
22,44%
3,30%
1
2
3
4
Narine Babayana, Lourdes Canós Darós, Cristina Santandreu Mascarell 
WPOM, Vol 5 Nº1 (15-30) 
 
 
 
 Recibido: 2014-02-09   Aceptado: 2014-06-08 18 
 
For the measurement of the financial performance of hotels, a wide range of different variables has been 
employed. The most used among them are: the total gross profit, the gross profit per room and day, and 
the room or bed occupancy rate (Claver et al., 2007a; 2007b; Molina et al., 2009; Pereira et al., 2011a; 
Rodríguez and Caro, 2009; Claver et al., 2004; Min et al., 2009). 
Other indicators that assess the financial performance of the hotel industry companies are the total reve-
nues and the revenues per room (Chen, 2011; Chung and Kalnins, 2001; Xiao et al., 2012), the ratio be-
tween the net operating income and the operating expenses (Chen and Lin, 2012), the ROA (Return on 
Assets) (Tavitiyaman et al., 2012), the ROE (Return on Equity) and the stock return (Chen, 2011), the net 
profit (Tavitiyaman et al., 2012) and the net profit margin (Jae and Jang, 2007). 
On the other hand, for the measurement of the financial performance during the crisis, Martinez (2010) 
uses the following variables: the gross and the net operating profits, the total net profit, the ROI and the 
ROA.  
In reference to the factors that explain differences in hotel performance, diverse have been studied. Álva-
rez et al. (2001) have shown that the environmental management practices affect positively short-term 
financial performance of hotel companies. On the other hand, the positive influence of human resources 
initiatives on hotels’ performance was demonstrated by Sourouklis and Tsagdis (2013). 
Tavitiyaman et al., (2012) also suggested the human resources competitive strategies to influence directly 
hotel’s behavioural performance, and the information technologies affect hotel’s financial performance.  
Human resources and IT strategies are found to be related with the industry forces, being these strategies 
stronger in hotels with low customer bargaining power and threat of new entrants, and in contrast, hotels 
with advantage over its competitors are not competitive in innovation (Tavitiyaman et al., 2010). 
Xiao et al. (2012) demonstrated hotel’s financial performance also to be related to the owner’s strategies 
regarding segment, brand, operator and location. 
On the other hand, hotel’s performance is affected by its level of innovation differentiating between four 
types of innovation: management, external communication, back off and service innovation (Orfila-Sintes 
and Mattsson, 2009). 
Abdul and Basri (2012) have studied the link between customer relationship management (CRM) and the 
hotel performance, what have also been confirmed by Kim et al. (2013) that proved the positive relation-
ship between customer satisfaction and hotel performance. 
Other researchers classify hotels in different performance groups according to factors such as category, 
age, size, location, chain affiliation, type of management, etc. 
Claver et al. (2007a) demonstrated the influence of the size, chain affiliation and category on performance 
of 3-5-star Spanish hotels, followed by the study that added the variable localization and company’s in-
ternal factors to explain the competitiveness of Spanish hotels of these categories (Pereira et al., 2011a). 
According to the results of these studies, hotels with higher category, larger size and those belonging to 
chains achieve higher performance, with the exception of the occupancy rate that is higher in the case of 
hotels of lower category. However, among all the factors, resources and capacities of the company are 
those that most explain its performance. 
With the same variables, the level of differentiation and innovation in hotels has also been analysed. Ac-
cording to Becerra et al. (2012), higher category of hotel companies and chain affiliation mean higher 
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performance, while Jae and Jang (2007) found that differentiation in hotel industry does not provide high-
er benefits for the companies. 
As for the quality of the offered services, food and beverage have a major impact on the hotel revenues 
than room services (Chen and Chang, 2012). 
Among all the different factors that have been suggested to explain the financial performance of hotels, 
the one that most differentiates between the companies of the sector is the category. On the other hand, 
the size and the chain affiliation are the variables that have been most employed to explain the hotels’ 
performance. Furthermore, it is worth mentioning that these three variables are not independent, as hotel 
size can be explained by its category and the fact of belonging or not to a hotel chain. 
2.2 Category 
Though the category was not much employed to study hotel performance, it is the simplest and most 
obvious type of hotel classification and the easiest way of differentiation between hotel companies. 
Researchers that explained hotels’ performance using this variable have shown that hotels of a higher 
category achieve greater financial performance due to the wider range of services offered, higher quality 
or more extensive implementation of environmental management (Claver et al., 2007a; Becerra et al., 
2012; Álvarez et al., 2001). 
According to the Austrian researchers, hotels’ category also influences their response behaviour to en-
quires, being lower rated hotels with the lowest response rate, the longest response time and the poorest 
information depth (Matzler et al., 2005). 
Furthermore, Becerra et al. (2012) directly employ the variable category to assess the hotel’s quality. 
The CEHAT, Spanish Confederation of Hotels and Tourist Accommodations (La Confederación Espa-
ñola de Hoteles y Alojamientos Turísticos, 2009) establishes the following minimum requirements for 
each hotel category (See table II). 
  
Table II.  Minimum requirements of hotels by category. 
Category Simple room 
Double 
room Bathroom Additional services 
1-star 7 m2 12 m2 bath or shower 3,5 m2 Central heating and lift 
2-star 7 m2 14 m2 bath or shower 3,5 m2 
Telephone in room, central heating, lift and safety deposit 
box service 
3-star 8 m2 15 m2 bath and shower 4 m2 
Telephone in room, central heating, lift, air conditioning 
of common areas, lift, bar and safety deposit box service 
4-star 9 m2 16 m2 bath and shower 4,5 m2 
Telephone in room, central heating, air conditioning in 
room, lift, bar and safety deposit box in room 
5-star 10 m2 17 m2 bath and shower 5 m2 
Telephone in room, central heating, air conditioning in 
room, lift, bar and safety deposit box in room 
Source: Compiled by authors based on the data provided by CEHAT, www.cehat.com 
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2.3 Size 
The variable size has been widely employed to classify companies of different industries including hotels.  
Claver et al. (2007a), Claver et al. (2007b) and Kim et al. (2013) found out in their studies that hotels of 
larger size achieve higher levels of performance as the greater firm size generally means higher possibili-
ties to incur in economies of scale or economies of scope. 
In the hotel industry, the size has been demonstrated to explain factors such as the level of innovation 
(Orfila-Sintes and Mattson, 2009), the quality and the environmental management practices (Molina et al., 
2009; Álvarez et al., 2001; Kirk, 1998), as well as the type of growth strategy implemented in the compa-
ny (Claver et al., 2006). 
The company’s size is generally determined by the number of people employed. However, in the hotel 
industry size is mainly assessed with the number of beds or guest-rooms offered. 
In this paper the hotels were classified in different size groups according to the number of guest-rooms: 
- Small: less than 100 rooms  
- Medium-sized: between 100 and 200 rooms 
- Large: more than 200 rooms  
This classification is an approximation to the one applied by Clavier et al. (2007a) in his study, but it is 
based on the number of rooms instead of the categorization by the number of beds. 
2.4 Chain affiliation  
Chain affiliation that differentiates between independent hotels (only one hotel) and those belonging to 
chains (2 or more hotels) is the most studied variable for the hotel performance analysis. 
Being part of the hotel chain not only presents advantages, but also disadvantages (Villacorta, 2002a). 
The main differences between these two types of hotels is that hotels in chains share the single brand and 
in average have a larger size than the independent hotels, aspects that may influence both positively and 
negatively the hotel operations and its performance. 
The unique brand image provides an easier communication with the client and lower costs of information 
search, but at the same time this can damage all the hotels that form part of the chain if the image is negative. 
Larger size can also have positive and negative effects. On one hand, as a result of synergies, economies of 
scale and scope, it means a decrease in costs, higher bargaining power, more possibilities of funding and 
investment. On the other hand, a larger company size could be associated with lower quality as it is more 
difficult to run and control and normally it offers more standardized products and services at lower prices. 
However, most studies that analysed this variable found that the advantages of being part of a chain are 
more important than its disadvantages. 
According to Claver et al. (2007 a; 2007b) and Tavitiyaman et al. (2012), hotels in chains achieve higher 
levels of performance, both operational and financial. 
Villacorta (2001) has shown that hotels belonging to chains have higher possibilities to survive and fur-
thermore, as the chain size increases as a consequence of the increment in number of rooms or number of 
hotels, the possibilities to fail decrease (Villacorta, 2002b). 
The same way as some studies assess the hotel quality with its category (Becerra et al., 2012), there are 
also authors that suggest the relationship between chain affiliation and quality, stating that the mere fact 
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of belonging to chain provides a hotel greater prestige and better reputation (Ingram and Baum, 1997; 
Holversen and Revaz, 2006). 
Moreover, Gil and Meroño (2006) have shown that hotels in chain make greater use of the new technolo-
gies what improves their performance. 
Chung and Kalnins (2001) also demonstrated the benefits of the hotels’ chains over the independent ho-
tels in the creation of positive externalities. 
According to all these studies, hotels belonging to chains achieve a higher performance, both financial and 
operational, and have better survival. Therefore, it would be interesting to determine if this also happens in 
times of crisis. Do the hotels in chain also face lower losses than the independent ones during the crisis? 
3. Methodology 
3.1 Population and sample 
Our study is mainly based on data derived from secondary sources of information that, despite the disad-
vantages of its possible inaccuracy, also present advantages mostly because of its major objectiveness. 
General information about the industry was collected using the reports and studies carried out by the INE 
(Instiuto Nacional de Estadística, National Institute of Statistics), the WTO (World Tourism Organiza-
tion), the IET (Instituto de Estudios Turísticos, Institute of Tourism Studies), ExcelTur, CEHAT (Confed-
eración Española de Hoteles y Alojamientos Turísticos, Spanish Confederation of Hotels and Tourist 
Accommodations), as well as news published on the web page of a digital newspaper specialized in tour-
ism – HostelTur. On the other hand, in order to obtain the basic information about the hotels and to classi-
fy them, data from the Official Hotels’ Guide (La Guía Oficial de Hotels) published annually by 
Turespaña has been contrasted and completed with the information provided on the web pages of hotel 
enterprises. Furthermore, to carry out the analysis, financial data for the year 2010 was compiled from the 
SABI database (Sistema de Análisis de Balances Ibéricos, Iberian Balance Sheet Analysis Database). 
The targeted population is all the Spanish hotels excluding the National Paradors (Paradores Nacionales), 
because they present specific features as a consequence of being state-run, with the total number of 7.492 
hotels in 2010. 
Our sample consists of all the hotels of the region of Alicante listed in the Official Guide of Hotels of 
2010, which annual accounts are available in the SABI Database. 
According to the Official Hotels’ Guide, in 2010 the total offer of hotels in the region of Alicante consist-
ed of 303 establishments, most of which were three-star hotels (See table III). 
Table III. Hotels of Alicante by category. 
Category Nº hotels Percentage 
1-star 41 13.53% 
2-star 64 21.12% 
3-star 120 39.60% 
4-star 68 22.44% 
5-star 10 3.30% 
Total 303 100.00% 
Source: Compiled by authors based on the data provided by the Official Hotels’ Guide 2010, Turespaña 
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After analysing all the data available, from the total of 303 hotels, the SABI Database provides complete 
financial reports for 132 of them, hotels which constitute our final sample. 
3.2 Variables 
Our dependent variable is the hotels’ financial performance, which was measured using both, the industry 
financial performance indicators and the variables which assess the company’s performance during the 
crisis. 
Therefore, this study used all the following variables for the assessment of the financial performance:  
• Revenue – total income obtained from the sales of products or services’ provision. 
• Net operating profit (EBIT) – profit without taking into account interests and income taxes. 
• Gross and net profit – profit before taxes and the final company’s income or loss. 
• Revenue per room, gross and net profit per room – ratios that eliminate the effect of the size. 
• Return on investment and return on equity - ratios that measure the company’s profitability on the 
investment of assets or shareholders’ equity. 
These variables were analysed taking into account three different factors: the category, size and chain 
affiliation that constitute the independent variables of our empirical study. 
We include hotels of all the different categories obtaining a sample with the following composition (table 
IV): 
Table IV. Hotels of the sample classified by category. 
Category Nº hotels Percentage 
1-star 8 6.06% 
2-star 30 22.73% 
3-star 54 40.91% 
4-star 34 25.76% 
5-star 6 4.55% 
Total 132 100.00% 
Source: Compiled by authors 
As we can observe, most of the hotels of the sample are of the category 3-star, followed by 4- and 2-star 
hotels, while there are very few 1- and 5-star hotels. The composition of the sample is similar to that of 
the region of the study (table II), with the exception of 1-star hand 5-star hotels, as the first ones account 
for less proportion and the second ones, on the contrary, have a greater presence in our sample.  
The variable size distinguishes between small, medium-sized and large hotel enterprises by the overall 
number of guest-rooms offered by the hotel. As the accommodation industry of the region is predominat-
ed by the small hotel enterprises, the proportion of larger size hotels in our sample is also quite low. So, 
the study is carried out on 79 small, 28 medium-sized and 25 large hotels. 
And finally, our third independent variable, chain affiliation, separates the hotel companies in 2 groups: 
independent hotels (97) and hotels belonging to chains (35). 
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3.3 Data Analysis 
The data obtained from the SABI Database were tested conducting the ANOVA analysis (Miguel et al., 
1996). In overall, three different analyses were carried out to study separately the influence of each varia-
ble: category, size and chain affiliation. 
The ANOVA analysis was conducted applying the SPSS statistic software, where our independent varia-
bles were defined as followed: 
• Category: a nominal variable that takes values between 1 and 5 according to the category. 
• Size: a nominal variable with values between 1 and 3, corresponding 1 to small hotels, 2 - medium-
sized and 3-large hotels. 
• Chain Affiliation: a nominal variable which refers to independent hotels when takes value 0 and hotels 
in chain with the value 1. 
On one hand, a descriptive analysis was performed calculating the mean, the standard deviation and the 
standard error of the variables that measure the hotel performance in our study: the total revenue, the 
revenue per room, the net operating profit, the total gross and net profit, and the gross and net profit per 
room, the net profit margin, the economic and financial profitability. 
On the other hand, the analysis of variances was conducted to test the equality of means of the financial 
variables according to each independent variable. 
4. Results 
Category 
The descriptive statistics for the variable Category show the highest level of revenue for 4-star hotels, 
followed by 5-star and 3-star hotels, while the average revenue of hotels of the categories 1- and 2-star is 
the lowest. In contrast, when analysing the same variable eliminating the effect of the size, the 1-star 
hotels obtain better results than the 2- and the 3-star hotels. Moreover, the one-star hotels are the only 
ones with the positive net profit, the rest of them in average obtain negative profits that decrease as the 
category increases.  
As for the operating and gross profits, these are the highest in 4-star hotels, followed by 1-star hotels and 
negative in 2- and 5-star hotels. It is worth to highlight the losses faced by 5-star hotels that are estimated 
to be extremely high.  
In reference to the profits per room, both the gross and the net profit per room have the highest average in 
1-star hotels followed by hotels of the category 4-star, while other categories show negative figures, ex-
cepting the gross profit in 3-star hotels. 
And finally, ROA ratio shows positive values only for the 1- and the 3-star hotels, being hotels of the 
categories 2- and 5-star with the lowest assets efficiency, whereas the ROE is quite high for the hotels of 
the highest category and only presents a negative value for the 2-star hotels.  
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Table V. Descriptive statistics. 
    CATEGORY SIZE CHAIN AFFILIATION 
    N Mean N Mean N Mean
Revenue 1-star 8 399284.25 small 79 787680.72 independent 97 1368762.22
2-star 30 528545.3 medium 28 2229653.6 chain affiliat- 35 3247605.34
3-star 54 1702068.2 large 25 4871161.76 Total 132 1866940.32
4-star 34 3467039.51 Total 132 1866940.32   
5-star 6 2932410.42   
Total 132 1866940.32   
Operating 
Profit 
1-star 8 22644.88 small 79 35910.41 independent 97 15645.01
2-star 30 3612.83 medium 28 12141.79 chain affiliat- 35 4227.3
3-star 54 -2125.79 large 25 -60454.83 Total 132 12617.59
4-star 34 155161.16 Total 132 12617.59   
5-star 6 -630784.83   
Total 132 12617.59     
Gross 
profit 
1-star 8 21956.77 small 79 -2930.09 independent 97 23228.13
2-star 30 -3601.57 medium 28 -45862.33 chain affiliat- 35 -152247.89
3-star 54 6509.95 large 25 -62396.99 Total 132 -23299.6
4-star 34 40212.77 Total 132 -23299.60   
5-star 6 -810320.98   
Total 132 -23299.6   
Net profit 1-star 8 12913.38 small 79 -13024.75 independent 97 -12802.26
2-star 30 -9928.3 medium 28 -89403.11 chain affiliat- 35 -193866.73
3-star 54 -29563.58 large 25 -179796.50 Total 132 -60811.78
4-star 34 -40033.03 Total 132 -60811.78   
5-star 6 -812509.33   
Total 132 -60811.78     
Return on 
assets 
1-star 8 3.16 small 79 -57.07 independent 97 -45.54
2-star 30 -151.05 medium 28 0.08 chain affiliat- 35 -1.05
3-star 54 2.91 large 25 2.11 Total 132 -33.74
4-star 34 -2.2 Total 132 -33.74   
5-star 6 -5   
Total 132 -33.74   
Return on 
equity 
1-star 8 2.61 small 79 -28.98 independent 97 -21.16
2-star 30 -82.66 medium 28 -8.58 chain affiliat- 35 -1.62
3-star 54 2.01 large 25 16.81 Total 132 -15.98
4-star 34 0.61 Total 132 -15.98   
5-star 6 36.79   
Total 132 -15.98     
Revenue  
per room 
1-star 8 17544.84 small 79 16541.66 independent 97 15765.96
2-star 30 9297.96 medium 28 15458.66 chain affiliat- 35 18084.57
3-star 54 16051.06 large 25 16904.97 Total 132 16380.74
4-star 34 21066.91 Total 132 16380.74   
5-star 6 26654.63   
Total 132 16380.74   
Gross 
profit per 
room 
1-star 8 751.5 small 79 -1.95 independent 97 293.65
2-star 30 -457.7 medium 28 -145.23 chain affiliat- 35 -798.39
3-star 54 233.86 large 25 190.44 Total 132 4.09
4-star 34 709.83 Total 132 4.09   
5-star 6 -4750.59   
Total 132 4.09     
Net profit 
per room 
1-star 8 415.02 small 79 -219.87 independent 97 -14.11
2-star 30 -543.06 medium 28 -437.33 chain affiliat- 35 -988.4
3-star 54 -8.89 large 25 -253.88 Total 132 -272.44
4-star 34 187.29 Total 132 -272.44   
5-star 6 -4813.12   
Total 132 -272.44     
Source: Compiled by authors based on the results of the SPSS analysis. 
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As for the statistical significance of these relationships, results are shown in the table V. The category 
affects significantly the revenue, the revenue per room, the gross profit per room and the net profit per 
room (Sig. < 0.05). This influence is quite strong on the revenue (F = 11.67) and not that considerable on 
other variables. 
Table VI. ANOVA analysis. 
 CATEGORY SIZE CHAIN AFFILIATION 
  Sig. F-value Sig. F-value Sig. F-value 
Revenue 0.000 11.666 0.000 64.869 0.000 22.350 
Operating profit 0.215 1.472 0.854 0.599 0.938 0.006 
Gross profit 0.071 2.215 0.913 0.462 0.191 1.731 
Net profit 0.061 2.313 0.504 1.478 0.148 2.114 
Return on assets 0.499 0.846 0.715 1.032 0.571 0.322 
Return on equity 0.635 0.640 0.743 1.533 0.708 0.141 
Revenue per room 0.000 6.247 0.887 0.042 0.313 1.027 
Gross profit per room 0.002 4.359 0.932 0.097 0.038 3.960 
Net profit per room 0.001 4.810 0.942 0.345 0.035 4.039 
Source: Compiled by authors based on the results of the SPSS analysis. 
Size 
The descriptive analysis of the financial indicators according to the company’s size reports that the hotels 
of the sample are mostly small (79), and the proportion of medium-sized and large hotels is similar (28 
vs. 25). It is demonstrated that size affects positively the total revenue of the hotel companies and at the 
same time means lower profits, as the average operating, gross and net profit decrease as the hotels’ size 
increases. Large hotels obtain much more losses than the small ones. While the operating profit is only 
negative in hotels of more than 200 rooms, total gross and net results in average mean losses for all the 
size categories.  
As for the indicators per room, the revenue, the gross profits and the net profits per room are the lowest 
for the medium size hotels. 
On the other hand, hotels of larger dimensions achieve higher profitability from the assets’ investment 
and stakeholders’ equity, whereas hotels with less than 100 rooms don’t seem to manage their assets and 
liabilities in a profitable way. 
Among all the analysed variables only the revenue was found to be significantly influenced by the size. 
Other variables have no statistically significant relationship to the studied variable. 
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Chain affiliation 
Comparing independent hotels with hotels belonging to chains, there are much more independent (98) 
than chain affiliated hotels (35) in our sample. Results of the descriptive analysis show that in average 
hotels in chain obtain higher revenues, but lower profits than the independent ones. The average income 
of hotels in chain more than doubles the income of independent hotels, but their average operating profit 
is lower. 
Hotels in chain obtain negative gross and net profits, while the results before taxes of the independent 
hotels are still positive and the final losses they obtain are not so high.  
Neither hotels belonging to chains, nor the independent hotels obtain profitability from their assets and 
shareholder’s equity, showing independent hotels more negative results of the ROA and the ROE. 
According to the results of the analysis of variances, chain affiliation only has a significant influence on 
the variables revenue, gross and net profits per room, but has no statistically significant relationship with 
other financial figures.  
5. Conclusions 
This paper studied the relationship between category, size and chain affiliation of hotel companies and 
their financial performance. 
The results of the study support the findings of researchers that demonstrated the existence of the rela-
tionship between the hotels’ financial performance and their category, size and chain affiliation. Though 
our empirical study gives an evidence of the influence of these variables on the financial performance of 
hotel companies, not all the financial indicators are being found to be significantly affected by them.  
Category influences the hotels’ total revenue and the revenue per room, as well as the gross and net prof-
its per room. The relationship between category and revenue is found to be positive with some excep-
tions. Higher category means higher total revenue with the exception of the 5-star hotels that obtain lower 
revenues than those of the category 4-star. As for the revenue per room, it also increases with the catego-
ry, excepting 1-star hotels, which average revenue is higher than in 2- and 3-star hotels.  
In reference to profits, these are the highest in 4- and 1-star hotels and the lowest in 5- and 2-star hotels. 
Better survival of 1-star hotels can be explained by their higher occupancy rate in times of the crisis, 
while the extremely high losses of the 5-star hotels may be due to very high maintenance costs in the 
hotels of this category. 
The variable size is found to have a statistically significant effect only on the revenue, larger hotels’ size 
meaning higher revenue. These results confirm the findings of other studies that demonstrated higher 
performance levels and better survival of larger size hotels. 
And as for the chain affiliation, it influences positively the revenue and negatively the gross and net prof-
its per room of hotel companies. Hotels belonging to chains obtain much greater revenue than the inde-
pendent hotels. However, their profits are extremely low compared to the hotels not belonging to chains, 
what is contrary to the findings of the reviewed studies. 
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According to the results, hotels of higher category, larger size and those belonging to chains still obtain 
higher earnings. However, their expenses seem to be extremely high, so they don’t manage to cover them, 
and therefore, losses are unavoidable. This result can be explained by the high fixed expenses of these 
hotels that combined with a fall in the number of guests as a consequence of the crisis, lead the company 
to the negative results.  
On the other hand, the average financial figures are found to be quite low for almost all the different 
groups of hotels. In times of crisis hotel companies do not seem to be able to cover their costs, among 
which are especially important the financial costs as the average gross profits turn negative, while the 
operating profits mostly have positive values. Hotels of all the different sizes and the hotels belonging to 
chains obtain losses as a consequence of their financial results. 
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